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Spring National Industry Conference Returns to Phoenix
The newly formed CPE Liaison Subcommittee of the
Members In Industry Executive Committee is proud to
sponsor the AICPA 1994 Spring National Industry Con
ference, April 27-29, 1994 at The Pointe Hilton Resort at
Tapatio Cliffs, Phoenix, Arizona.
The Spring Conference will follow the same success
ful format as prior Fall and Spring National Industry
Conferences. Within two and one-half days you can earn
up to 21 hours of CPE credit while sharing experiences
with more than 700 of your fellow industry CPAs.
One very special addition to this year’s conference
will be the presentation of the first annual AICPA OUT
STANDING CPA IN BUSINESS
AND INDUSTRY AWARD. The
Members In Industry Executive
Committee developed this
award to properly recognize the
achievements of the CPA
employed in business and indus
try and to promote the CPA
designation as the premier pro
fessional credential for financial
managers. The award will be
presented, during Wednesday’s
luncheon, and we hope to see
Barry Asmus
all of you there to help us honor
this distinguished individual.
The featured speakers and presentations at the con
ference include:
Dr. H. James Maxmin, CEO of Laura Ashley Hold
ings, PLC, who will share with us his views on Leadership
and Change;
Dr. Barry Asmus, Senior Economist at the National
Center for Policy Analysis, who will discuss opportunities
in the Global Economy;
Somers White, a dynamic professional speaker and
management consultant, who will open the confer

ence with his presentation on Pride, Professionalism
and Productivity.
Edmund L. Jenkins, Chairman of the AICPA Special
Committee on Financial Reporting, who will conduct a
session on the new proposed financial reporting model;
John Hunnicutt, AICPA Vice President of Govern
ment Affairs and Dennis Eckart, former U.S. Congress
man and public member of the AICPA’s Board of
Directors, who will conduct a special session addressing
the legislative and regulatory challenges facing the
accounting profession today.
A sample of other concurrent session titles:
■ What Controllers Need to
Know but are Never Taught;
■ Managing People;
■ Assuring a Return on your
Total Quality Investment;
■ Developing a Computer
Strategy for the ’90s;
■ Benchmarking the Finance
Function;
■ Is Price Based Costing
Practical?

REGISTRATION
INFORMATION
The registration fee for the
conference is $520, and includes general and concurrent
sessions, handout materials, three continental breakfasts,
two luncheons, refreshment breaks, a cocktail reception,
and our own “Downhome Cowpoke Rodeo.” If three or
more register from the same company at the same time, the
registration fee will be $465 each (that’s more than 10% off
the total registration).
AICPA members in industry should receive a
detailed conference brochure by mid-March. If you did
not get one and would like one, call the AICPA Meetings
& Travel Division at 201-938-3232.

Jim Maxmin

NEW! CPE DIRECT—A CPE Subscription Series — Earn 24 hours of CPE Credit for only $129
A new subscription service from the AICPA CPE Division and the Journal ofAccountancy— CPE DIRECT — offers you a simple
and economical way to earn CPE credits!
Just by reading selectedJournal ofAccountancy articles and successfully completing the quarterly study guides, you can earn
24 CPE credits a year.
Subscribe to CPA Direct and receive quarterly study guides based on selected articles from the Journal ofAccountancy.
Highlights of the March ’94 study guide include: Financial Accounting Update; What NAFTA means for CPAs; Employment
Law: Keeping Out of Harm’s Way.
The study guides will also contain other readings, checklists, or practice aids to enhance your grasp of important issues.
To receive CPE credit, read the articles, complete the study guide, successfully answer the questions and return the answer sheet
for grading.
To order call the AICPA Order Department at 1-800-862-4272 (Select sub-menu #1) Ask for CPE Direct GO1046CLD.
The cost is $129. For more information, select sub-menu #3, CPE Information.
The Financial Manager’s Report
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How The Changing Tinies Might Change Accounting
by William Reeb, CPA
How many of you are ready to convert your company’s
books to triple entry accounting? Well, if you are like most
CPA financial managers, the thought has never crossed
your mind. And the reality is, triple entry accounting
won’t be a serious discussion item in your working life
time. However, if you are like me, the thought of this kind
of upheaval is fairly unsettling.
What follows is based on an article by Robert K.
Elliott entitled “The Third Wave Breaks on the Shores of
Accounting” from the June 1992 issue of Accounting Hori
zons. Let me take some of the mystery out of this concept
and discuss its relevance to today’s changing environment.
Single entry accounting was sufficient when trans
actions and events moved at a very slow pace. If you lived
in ancient Egypt, there were a couple of things you could
count on. First, that the sun was going to rise, and second,
that Nile was going to flood at least one a year. And when
you needed to know how much grain you had, you
weighed it. Accounting was based on answering the
question, “What are my assets and obligations at a specific
point in time?”: the Balance Sheet. During the industrial
revolution, double entry accounting became neces
sary. Because transactions increased in frequency
and complexity, this era had the requirement to not
only monitor where you were, but additionally, the
changes that occurred between reporting periods: the
Income Statement.
Triple entry accounting annexes a third element; the
thrust of that change. Why? Because many feel that the
success or failure of companies in the 21st century will
hinge on their ability to gather, process, analyze, filter
and timely react to an overabundance of information.
Technology, and how well a company utilizes it, will be a
major factor influencing this synthesis. Triple entry
accounting is a theoretical tool which would help man
agement and outsiders evaluate how well a company is
managing this technological evolution.
Triple entry accounting also challenges some of the
corporate regimentation that double entry accounting
facilitates. For example, cross-communication and evolv
ing processes. The accounting systems we now use focus
on cost centers, departments and generally a hierarchical
form of organizational structure. This structure facilitates
the idea that people work for departments, and depart
ments work toward corporate goals. The problem is
that people, and I’m referring to all the people, includ
ing everyjob level within the company, need to be
working toward the goals of the organization. The com
munication process has to be one which flows in every

direction simultaneously, not just up or within a cell
of workers.
As an example, when someone in R&D comes up
with an idea, rather than fully developing that idea and
then presenting it as a package to the next department
for scrutiny, engineering, production, accounting and
marketing need to be in on the ground floor of its
creation. This not only allows you to arrive at better
products, but significantly shortens the delivery cycle. As
an example, using this approach, Hewlett Packard has
been able to reduce their printer delivery cycle from
4.5 years to 22 months. Honda used to take 5 years to
take a product from inception to the showroom floor,
now 3 years. The communication process is critical to
this evolution.
Another change from the past is the idea of “evolv
ing” processes. Traditionally, the corporate approach has
been to find the most efficient way of producing a prod
uct, or delivering a service, then locking that process into
place by utilizing the organizational structure and control
systems. The problem is that in our ever changing, rapidly
reconfiguring marketplace, this methodology often
becomes outdated soon after implementation due to
such forces as a shifting economy, new information, com
petition, and much more. Rather than a company using
the time and motion study (often called the “best way”)
approach, the future will require all of our workers to
constantly assess, reevaluate, and reengineer the way work
is performed.
A great deal of this may seem like smoke and mir
rors, but the underlying philosophy isn’t. Yes, while triple
entry accounting, dynamic multidirectional communi
cation, and continuous process evolution are all just
theories, at one time, so was air travel. The old adage “If it
ain’t broke, don’t fix it” is outdated, and tomorrow, the
working reality will more likely resemble the title of a
best-selling book, “If it ain’t broke, break it.” Successfully
competing in the 21st century will require that we
challenge all the paradigms and methodologies operat
ing within our organizations, and that even includes
those are the foundation of our past success. Times are
changing and nothing is sacred, especially market share
and profits.

William L. Reeb is a shareholder in thefirm of Winters, Winters
and Reeb with offices in Austin and Fort Worth, Texas. Bill is
a member of the AICPA’s Information Technology Executive
Committee, and will be speaking at the AICPA Spring Industry
Conference in Phoenix.
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How Your Company Can Profit From Export Sales
by Janies E. Denny, CPA

Many U. S. based businesses, of all sizes and in a wide range
of industries, are beginning to realize the profit potential of
exporting to foreign markets. With 95 % of the world’s consumers
living outside our borders, and with the emergence of market
economies in many former communist and socialist nations,
exporting might make eminent sensefor your company.
Thefollowing guidancefor the novice exporter is excerpted
from How U.S. Companies Can Profit in Foreign Markets,
the AICPA’s new self-study CPE course, written by Jim Denny.
Denny, a Chicago-based CPA and international business and
taxation consultant, will be speaking at the Spring National
Industry Conference on April 29 in Phoenix.

Before beginning the process of selling beyond the water’s
edge, the exporter needs to identify which foreign mar
kets will be the better prospects for a particular product.
While the U.S. market is relatively homogeneous and
products are almost universally accepted in most areas,
the same is not true for the remainder of the world. Given
the size of the global market, it is extremely important for
the beginning exporter to target his or her exports. The
process of selecting the best markets involves four basic
steps: product assessment, information gathering, com
parison shopping, and market analysis. This issue will
focus on product assessment and information gathering.
(The May issue of FMR will cover comparison shopping
and market analysis.)
Product Assessment
The first step is an introspective analysis of your com
pany and the product itself. For example:
■ Which product(s) of your product line can be exported?
■ What are the primary selling features of the product(s)?
■ Is this a product that has mass market appeal, or is
it a new product that fills a certain void in a specific
industry sector?
■ Is the product competitive in quality and price? For
example, certain customers and import regulations may
require products to be manufactured in accordance with
ISO 900 regulations.
■ Does the company have sufficient productive capacity
and personnel to devote to exporting?
After assessing what your product can contribute
to the market and what level of commitment to exporting
your company is willing to undertake, it is time to
begin the process of gathering information on all poten
tial markets.
Information Gathering
The second step in choosing the best export markets
is information gathering. The exporter can tap a variety
of sources, both public and private.
■ International Trade Administration. The best way to
begin any research project is to seek expert advice. Many
potential exporters start the process through the coun
seling services provided by the local District Office of
the International Trade Administration (ITA) of the
U.S. Department of Commerce (USDOC).
■ U.S. and Foreign Commercial Service. A division of the
ITA is the U.S. and Foreign Commercial Service
(USFCS), which consists of a network of “trade
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specialists” in 67 cities in the U.S. and 126 cities
overseas. Trade specialists offer individual counseling to
exporters and the organization serves as an information
clearinghouse for trade information gathered from
overseas USFCS posts. The trade specialists can also
access the Commercial Information Management
System (CIMS), which is the electronic link for all
market information gathered by the USFCS offices
around the world. The local trade specialist thus serves
as your local contact point for communicating with the
foreign offices.
■ USDOC Desk Officers. In addition to these local offices,
there are legions of industry experts in Washington,
D.C. known as “desk officers,” they are valuable
information sources for specific industries. There are
over 500 industry and commodity experts in the
USDOC and the Department of Agriculture who can
answer questions by telephone.
There are also desk officers at the USDOC in Wash
ington for each country. These people are probably the
best place to begin when you have a specific question
about doing business in a certain country. For example,
the desk officer for Germany should know where to find a
directory of international trade shows in that country.
■ Small Business Administration. The U.S. Small Business
Administration (SBA) is the branch of the federal
government dedicated to filling the needs of small and
minority businesses. In addition to financial, technical
and management services, the SBA also offers individual
export consulting through the Service Corps of
Retired Executives (SCORE), which includes over
600 former exporters.
■ State Governments. Most state governments are now
very active in promoting international businesses and
offer individual consulting to potential exporters.
Many states maintain representative offices in foreign
countries, conduct trade missions, and provide
individual assistance to exporting companies. Some
states have foreign representative offices which can
provide in-country assistance for business people
traveling to those jurisdictions. For example, a foreign
office can set up a schedule of appointments for a trip
and provide office services while business people are in
the country.
■ Private Sector. In addition to these public sector
information sources, there are many other authorities on
marketing of most products internationally. Industry
trade associations can be among the best sources since
many have made special efforts to promote exports of
their members. For example, the American Hardware
Manufacturers Association has an International Trade
Committee, and the National Machine Tool Builders
Association has its own export trading company. Trade
associations usually publish trade journals which often
include articles about selling overseas.
Foreign offices of accounting firms, foreign-based
banks, and advertising agencies, among others, can give
local business information to a prospective exporter,

Continued on page 4
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Industry Member Survey to Guide Future Programs
The Members in Industry Executive Committee (MIEC)
of the AICPA recently conducted a comprehensive survey
of members employed in business and industry. You may
have been among the 4,000 members who received the
survey. The survey report is based on an outstanding
response rate of about 44%.
The survey results shows the diversity of the over
125,000 AICPA industry members. For example, while
42% are employed by companies with under 250 employ
ees, another 42% work for businesses with over 1000
employees. Forty-five percent identified their primary
job function as Controller or CFO, another 26% chose
Financial Accounting. Thirty-two percent chose other
categories, including 6% — President/CEO/COO and
7% — Internal Audit.
As far as industry groups, manufacturing took the
lead with 27%, financial services accounted for 21% of
the members and other services (encompassing health
care and communications among others) came in at
21%. Significantly, women accounted for 26% of the
respondents, up from 12% in a comparable 1987 survey.
In the survey, members were asked about the Insti
tute’s performance and policies, asked to indicate their

awareness and level of use of current programs and
services and asked to provide suggestions for future pro
grams and services.
While a majority of the respondents has a favorable
opinion of the performance of the AICPA, it is clear that
there remains substantial room for improvement in the
Institute’s responsiveness to the needs of industry mem
bers. The most requested future services included “a
national registry ofjob openings for CPA financial man
agers” and more “management” courses, conferences
and workshops.
Other questions were used to identify the high prior
ity legislative and regulatory issues for CPAs in industry
and for the profession as a whole.
Tax simplification and SEC reporting matters were
identified as the most important issues for industry CPAs,
while liability issues and auditor responsibilities were
recognized as the top priority items for the profession.
A task force of the Members in Industry Executive
Committee is reviewing the survey and will recommend
changes in AICPA programs and services to respond
to its findings. Future issues of FMR will report on
those recommendations.

New CPE Self-Study Programs for Industry Members!
Selected Readings For Financial Executives —
SERIES 2
The AICPA Members in Industry Executive Committee
has selected over 40 recent articles for the new edition of
this popular and highly acclaimed course. The articles
capture the latest management and technical wisdom on
a wide array of key financial management topics. This
course is a must for all executives who want to stay on top
of the latest issues.
Recommended CPE Credit: 8 hours
Format: Text (Product # 731451CLD) $79.00

Computerwise Executive — Selected Readings
You don’t have to be an expert in computers to improve

your performance and efficiency. But, to succeed, you do
have to stay informed about what’s available. This course
consolidates relevant computer trends and techniques in
easy-to-understand language, so that you can effectively
apply them in your business. It’s based on over 30 care
fully selected articles on timely, strategic computer topics
from leading computer and business magazines.
Recommended CPE Credit: 8 hours
Format: Text (Product # 730465CLD) $79.00

To order call the AICPA Order Department at
1-800-862-4272 (select sub-menu #1). CPE courses are
also available through your state CPA society.

How Your Company Can Profit From Export Sales
Continuedfrom page 3

particularly if they believe they may be helping a prospec
tive client. The Chamber of Commerce of the United
States, based in Washington, D.C., and foreign-based
trade associations, especially those in Europe, are also
good sources for foreign market information. For
example, the International Office Products Association,
based in Zurich, Switzerland, is a good source of infor
mation about the market for various office products
throughout Europe.
■ Market research reading. In addition to these “people”
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resources, there are also numerous published infor
mation sources, both in the public and private sectors.
A number of the more useful publications available
through by calling the U.S. Department of Commerce
at 202-377-1986.
How U.S. Companies Can Profit in Foreign Markets (Prod
uct No. 731475CLD), is available by calling the AICPA Order
Department 1-800-862-4272 (select sub-menu #1). The cost
is $119 and the recommended CPE credit is 8 hours. CPE
courses are also available through your state CPA society.
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MANAGEMENT ACCOUNTING FAX SURVEY
In late 1993, the AICPA established the Management Accounting Division to work with the Management
Accounting Executive Committee to serve the technical needs of AICPA members employed in industry and
practicing management accounting. To accomplish this objective we need information about you and your
company, the work you do and the management accounting concepts and practices that you use in your work.
We urge you to complete this survey and fax or mail it to us as indicated:
1.

Which of the following most closely describes your primary job function or responsibility?
□ President/CEO
□ Financial/Accounting Staff
□ Financial Officer/CFO
□ Internal Auditor
□ Other Officer
□ Other Staff
□ Financial/Accounting Management

2.

To what extent is your accounting and finance function involved in the strategic decision-making for
your company?

□ Very involved
□ Somewhat involved
□ Somewhat uninvolved
3.

□ Not at all involved
□ Don’t know/No Opinion

To what extent does your company employ the following conventional financial analysis tools in managing costs:
To a
To a
To a
Great
Moderate
Minor
Not
Don’t Know/
Extent
Extent
Extent
At All
No Opinion
Planned or Std. Costs
Budgets
Variances

□
□
□

4.

□
□
□

□
□
□

□
□
□

□
□
□

To what extent does your company employ the use of non-financial measures in conjunction with financial mea
sures of performance?
□ To a great extent
□ Not at all
□ To a moderate extent
□ Don’t know/No Opinion
□ To a minor extent

5a. Has your company, overall, committed greater resources, fewer resources, or about the same amount of resources
to its finance and accounting function within the last five years?
□ Greater resources
□ Fewer resources
□ About the same amount of resources (skip to question 6)
□ Don’t know/No opinion (skip to question 6)
5b. In what specific areas within the finance and accounting function did your company commit greater/fewer
resources (e.g., employees, office space, computer support) within the last five years?

6a. Has your company adopted activity-based costing?
□ Yes (skip to question 7)

□ No

7a. Is your company aware of ISO 9000?
□ Yes
□ No (skip to question 8)

6b. Does your company plan to adopt activity-based
costing within the next three years?
□ Yes
□ No
7b. Is your company ISO 9000 certified?
□ Yes (skip to question 8)□ No

7c. Does your company plan to become ISO 9000 certified?
□ Yes
□ No

The Financial Manager’s Report
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8a. Does your company currently employ competitive
benchmarking as a method of determining
comparative cost data?
□ Yes (skip to question 9)
□ No

8b. Does your company plan to employ benchmarking
as a method of determining comparative cost data
within the next three years?
□ Yes
□ No

9a. Has your company “reengineered” its finance and
accounting function within the last five years?

9b. Does your company plan to “reengineer” its
finance and accounting function within the next
three years?
□ Yes
□ No

□ Yes (skip to question 10)

□ No

10. What do you consider to be the biggest challenge you currently face in management accounting?

11. What technical challenges do you currently face in your work?

THANK YOU FOR YOUR PARTICIPATION
Please fax
your completed
survey to:

AICPA
Management Accounting Division
201-938-3660

or send to:

AICPA
Management Accounting Division
(cc: 424)
Harborside Financial Center
201 Plaza Three
Jersey City, NJ 07311-3881

1994 AICPA Investment Planning Conference
Sheraton Desert Inn — Las Vegas, NV
May 26-27,1994

The AICPA Management Accounting Division is teaming up with the Personal Financial Planning
Division to offer the first AICPA Investment Planning Conference. For the management accountant,
the conference will provide you with ideas and strategies to assist you in making decisions on investing
corporate assets, assets of employee benefit plans, 401-k plan assets, and developing your personal
investment strategy.
Specific topics discussed by nationally recognized experts include:
• Developing Investment Policy
• Practical Considerations in Portfolio Management
• Investment Management Options
• Investing Excess Cash for Maximum Return
• Implementing Investment Decisions

Early-bird registration discounts are available until April 20,1994 for $495, a $50 savings from the
regular conference registration fee. For a conference brochure, call the AICPA Meetings 8c Travel
Department on 201-938-3232.
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